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ADVENTURES—AND SUCCESS—

AT LVERY TURN

Bold. Innovative. Committed. Those are just a few of the words we and others have used to describe

Burger King® in fiscal 2008. As we reflect upon our second full year as a publicly traded company, we
see success at every turn—in every corner of the world. We met or exceeded each of our long-term
growth targets. Worldwide revenues climbed 10 percent to a record $2.46 billion and profits grew a

whopping 24 percent. Average restaurant sales globally increased 9 percent, surpassing the $1.3
E million mark for the first time. And restaurants grew by a net unit count of 282, bringing our
restaurant portfolio to 11,565, the highest number in the brand’s history.

' Our record financial performance was driven by our new adventures in every aspect of our business:
!

ADVENTURES IN GLOBAL GROWTH: We entered new territo-  first time in six years. And throughout Asia Pacific, we continue
ries such as Eastern Europe and expanded in existing ones,  to project our brand presence via gateway airport locations,
raising the number of countries and U.S. territories we serve  including Beijing and Hong Kong. Our 350,000 company and
to 71. In Latin America, our restaurant count hit ,000. Inthe  franchise employee ambassadors proudly served countless

=1 U.S. and Canada, we had positive net restaurant growth for the ~ SuperFans and SuperFamilies around the world.

ADVENTURES IN RESTAURANT DESICGN: At Burger King®,  Onalarger scale, we, along with many of our franchisees, are
innovation is a constant. In fiscal 2008, we revealed a new  investing in new restaurant design concepts that are contem-
concept—the Whopper Bar™. Focused on serving up America’s  porary and more environmentally friendly. In fiscal 2008,
favorite hamburger, our signature Whopper® sandwich, the ~ we invested tens of millions of dollars in fresh looks for
Whopper Bar™ restaurant is designed to reach new guests ~ company-owned restaurants, and our plans call for a similar
in unique locales, with the first one expected to debut at  level of investment in fiscal 2009. Guests love the new look,
Universal Studios Florida®, during fiscal 2009. Others will soon ~ with many reimaged restaurants experiencing double-digit
follow on college campuses, cruise ships and casinos, just  sales growth.

to name a few.

ADVENTURES IN DINING: The soth anniversary of the Burger and Homestyle Melts. We also promoted our new
Whopper® sandwich produced new spinoffs, like the Angry  kids meal with options that include such inventive items as
Whopper® sandwich with zesty onion rings in the United =~ BK™ Fresh Apple Fries and nutritionally fortified Krafi®
Kingdom and the adventurous Indy Double Whopper® sand- ~ Macaroni and Cheese. Concepts tested in fiscal 2008 will
wich in the U.S. and Latin America. Tasty new menu offerings  arrive in force in fiscal 2009. Look for Dessert Bars that serve
tempted guests everywhere—from exciting new value items  ice cream, mini-burger packs called BK Burger Shots™, and
like the Spicy Chick ‘N Crisp® sandwich and the Cheesy Bacon  the mega Angus burger.

BK Wrapper™ to tasty indulgent products like the Steakhouse
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ADVENTURES IN MARKETING: Burger King® brand’s dis-
tinctive marketing continued to grab guests’ attention. The
“Whopper® Freakout” media campaign gave people a taste of
a world without our flagship burger—and they didn’t like
it, not one bit! The commercials became wildly popular,
winning awards and creating extreme buzz. We also had hits
with the “Bite Into Adventure” tie-in with the blockbuster

-k

Indiana Jones™ movie, The Kingdom of the Crystal Skull™,
and promotional tie-ins with movies such as Iron Man™,
Transformers™, The Incredible Hulk™ and, who could forget,
The Simpsons™ Movie! The King also really made it big;
he along with the Whopper® sandwich were immortalized at
Madame Tussauds in New York City’s Times Square.

ADVENTURES IN TECHNOLOGY: Have It Your Way® technol-
ogies continue to set us apart. They include the new versatile
flexible broiler that enables us to offer more innovative
products never before available in the fast food hamburger

restaurant space. The Burger King®-developed Bluetooth®

headsets allow for efficient restaurant crew member com-
munication resulting in faster and more accurate customer
service. And the roll out of a breakthrough pricing tool lets
each U.S. company-owned restaurant adjust prices in real

time according to ever-changing local market dynamics.

ADVENTURES IN GUEST SERVICE: Propelled by our “BK®
Our Way” program for internal leadership and team build-
ing, employees embrace an “I make the difference” attitude
that empowers each team member to provide exceptional

service that keeps customers coming back for more. As a

result, turnover of crew members and managers improved
substantially in fiscal 2008, while employee satisfaction levels
increased worldwide. Therefore, it's no surprise that guest

satisfaction levels continue to rise markedly in every region.

ADVENTURES IN PHILANTHROPY: We enhanced our phil-
anthropic activities in the communities we serve through
our Have It Your Way® Foundation. The Foundation’s BK®
Scholars program has granted more than $11 million in

scholarships and the Foundation has provided numerous

grants to many great organizations such as The Jimmy Fund®,
supporting the pediatric arm of the Dana-Farber Cancer
Institute, Big Brothers Big Sisters, and the BK® Cancer Caring
Center. And through the BK® Family Fund, we continue to help

employees by offering emergency grants when needed.
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